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S & 519t =4 Has gR" uA" UA9] teMd Zl(Product variety), 73 §-84(Price efficiency), H2JA
ZHConvenience), 227} Z-9(Conversation)= AF5IYCEH 22101 A-20o] 9JojA] 7lQ18KPersonalization)= Of-2
£03t Q4002 0|2 27telgirh. w3t Lakel 4TEolN FR3H 840 U]} WT 2 Fow)S F7lloTt &
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COVID-19 Hjo]2{A SRS 5t ARR]A #eler] Z8nQle 178 of7y3)(Customer journey)g QZ2fQl
oM efelos W] o7l k. ool sl nAHE olale s EaiKlTL IR oAl
178 &S olsfigh=t] &A1o] 9ltRosenbaum et al., 2017). 178 ZA3(Customer experience)2 1178 o
& ol 7ol sl He Zol2tal A9 g

Je2]u g st i2 fx|g 1704 (Digital customer journey)2 22]A 9l gHAo|Ae] JLufolA}AN
IH(Consumer decision-making process)dt M3 2 HES WrHAYF, AAIE], 2018a). o] =2]AQl
oM e FufArAd g 22 AAAQ STt 12fste wiHo] gRE AR XA, HAA,
54 olE TR3ICh Mckinsey(2009 : 2017)0] olalel 71 npFlElolde 1oL 27| 2 (funnel
model) 0.2 71%at 17e] A3 WAZ ) Uk 0heSol W BAES WS Fo) opIHL S5f 1
2718 B0 A3H 0= AV BAC S sl YYol uy] YL FHchn wolgic) T2 oAl
Aol ER4 R SAT d9s 129 SAE W dest ) JeE sjek dAg Ado) Eu
K9l 7k2 Qlste] 174 of(Customer journey)e] B 7o 2912 o E2 WYl REslct. ol
HAIE Alde] w2 AG7HK9] 27| 2ol AlAlshe ARG "X S5 HUt ol Aol
ofd Thfet JeAlgS she BlA@ARl et Aol a9 Court et al., 2009). 7|& FOfJAFAR 2
(Consumer decision-making process)2 17850 178 =4 Zxn(Loyalty loop)o] £0]7}7] Ao B coj
diet A gt 12f(Consider)et H7HEvaluate)sh= Aoz JIZA] k2 Hee 48 HAE Sz
olojd Mz BIitol tigt vt HrhE ARttt vt gX|E Ajdie] 17 ofx(Digital customer
journey)Z BsHE 12{HA|(Consider)g UFsHHY B7IH |(Evaluate) g ©&siAy ¢ds] ©AS HUH
of AgHoe 17 $4 2ao] SoPbd 1 Ao ol2A sof ¥elo] AL Rl A A5 B4
(Conversation)st= B3 E 235 (Advocate)dAI7t 73et=ItHEdelmand and Singer, 2015). o]&x& OX|E A]
i(Digital era)?] X" 178odA(Digital Customer journey)2 thokst Q0152 wz{dfofstH 1 HoA
HAE 1 A4e ohe Ssixla Qlck

ojof & Ao gAE w0l Sl ofwof Ujx]= Fde AWE AL i E9t gX|Ho] vl=Y
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of digt 374 e, oo, Sujeielet waio] tke to) A4 At Iti{Hoffman and Novak,
1996 ; Trevino and Webster, 1992 ; o]2X1, 2005). tetA] 22101 ATWZoA= X" 3 AUt o5
Festch. A 27Hxle] 17 %] chet Aa o= A 74 7o) Qlrt.
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0157} 91%0115 E}OW AIE Adat oo =73
A d(Digital Experience to Purchase)of of It BESICH AR, iRy omalol opAY XMt ma A
A WA " A (Marketing Mix)& &85 At UAIY 4PRlA= SH7leh A ARYollA 4zt
Z8e LEoX|9F YA Aldi(Digital era)oll HAIE Q] A4S AotE7] ot 2 A-oA= o2t
flofoll A Fmsto] HAIEHEY £42 ZZAo|HAE AANC R Tkl o5 Fuf QeRE L) FL7HA]
i) A ARt wE FEEA S Aol =22k 4ol ALt 224l 4&FE Fopofl gAE 1A
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BAIES T o] Tk FUAoI=E Bol SIE 7ol
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HOE 2006). £219) 4529 o8 2HRAE e U 2 Yok s
o] AltE]aL leK(wafol, 2011). Ja
olgelo] HEAZ. AN, 5P, P E1 28 295
of ougt FFZ UR=A] AF WA Aol o5t Efw=o tishids wAMH|A, ool =of TisiM =
oiglde Melsh R golse] 9ojHl HaFS BlA: A ASSAKAL, 2013). Eat ohE Ao
229 2329 olulA|g Pt Q2SS MBI, AulA, 57, QejHo]x T2n X UA JIE WA
9] 57K 2 E&5ltHLohse and Spiller,1998). QY £ =3 H|ZstH Ao E0]
QoA Al 7HA] E¥ &, UAIO|EZL Aol EIT YEAlA f-88t A %
29 29Kl WSt 8712 Uoht FEAIE vl AES et WitolEY ozt
Ut Puol Y 2 AHAS Belehn A4sPl ATUS 4 Ablel e Sehe Wl
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Klaus(2014)= 1747492 M2 X|gFA(context specific)o] B2 Wo] we} JFS Ujx|= ¥4/t toh2A

7o) =g 7o)} dich <®-1> 1S L 29 E@Q} 7ro] 7|E A
Sh A7F gt WA o] fojx L 1=, 4ol WA(Total experience theory), 37370l
A(Experience economy theory), =22 73 (Flow experience) 37tX] AoA] AHHE 4 QIZITH 0]
4, o]7got, 2016). & A olgez FAY NEE 845 A Yt FA8A ole2 dd 7Hx
o) ol WA, B29 AP A4H SEUHAA FB F9L ASIEC,

L

o oX rfu
)
o

Main aspects Total experience theory Experience economy theory Flow experience

recreational experience,
Major Sense, Feel, Think, Act, an educational experience, Playfulness, Time

Attributes Relate aesthetic experience, distortion, Concentration.
deviant experience,

. . What is customer What is the use of What is the best
Main Topic . " . " }
experience? experience"? experience?
Author Schmitt(2009) Pine and Gilmore (1999) Novak et al.(2000)
Source : o]73E,0]730} (2016). A UFIRY] Aol et o] A WA/AAE U8 F Al
Oxed 1787 3(digital customer experience)o|gt AOLEZ]7|S o] 83 1A X TAOA A% U A

o AN ol 2719] 2 g, R AUAOR YU gol &
o @7.50] E-SERVQUALS 2gsto] Asl2x E4o] ojat 18] xjzo] &
!

o KA 79 £HS oxeely Lalloz §7m gt ARolTiYAs om, 2019> Hoffman and
Novak (1996: 2000)= 29 mele 2ajel B4 4ulxt Ax2 9 UulAoldstels 57180 wrsn

U & 4 = F8st of2ol=taL sholtt. oot 2ol ofAls] HAE g stoflA a17Re) s§o] Tt of
ofli= ofA 280t a&ol2t & 4 QltHTrevinal and Stenger, 2014). ofAl& GAIE 178735 W40 oot
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@elet olsiLt Aol 2EF AlgolrHSan-Martin et al, 2015). <E-2>9F Zo] @] TixlE 24 A
g9l A= F 7HR BRA oA Qo A WMl thefet A Ad Rl At o] RofX| AL
ULHEAE, 2018). & WA= FEHel 0Pl 9)x Do 2afel TR 1A A AP} ol2ojx T 9)
CHMoller, 2006).

o

<E-2> OAE 17 %F VA B 47

Approach and New digital channel based Traditional Marketing mix base
Authors
Focus on new channels in the digital age such | Focus on the evolution of traditional
as web, mobile and multi devices marketing mixes
Approach - Web-based digital customer experiences - 4P mix, 4C mix, and 7P mix.
- Mobile-based digital customer experiences - e-commerce 4P
- Multi-device digital customer experiences - e-marketing 4P, 4C
Pushpinder(2019), San-Martin et. al.(2019), Kotler et al.(2016), Moller (2006) Kambil and
Authors Kawaf and Tagg(2017), Mclean and Wilson Nunes(2000),Rousey and Morganosky(1996),
(2016), Rose et al.(2012), Arshan and Shobeiri Bhatt and Emdad(2001), Kalyanam and
et al.(2014) Mecintyre (2002),
Feature Technology based Approach Business and Process based Appoach

Source : ¥YUF(2018), Moller(2006) 1= Erff ALK} A2

A Hr, OxE Ad S (New digital channel based)2 A5A91 oAE YA Ao vlsiA A&
Alti(Digital era)?] TJX]8 7]|%&(Digital technology)?] AZolct. <l X|&F OA|E 743(Web-based digital
customer experiences)o] st A1= =2 A0 22101 704 o]Fo]At. Rose et al.(2012)2 o=z}

92jo] Aatole g(Latel ATWE)A Latel 1A HBL BAs] oSl Latel wA HEIt RoilK]
AT o] A= QK] H(cognitive experiential)u} ZHAARQ 73 (affective experiential) 02 HAIA-S
Bestth 9lx] AFL A A-L(Interactive), PAEAHTelepresence), =X (Challenge), 7]&(Skill)o]
FFe W, AR 42 SAl(Control), U]&(Aesthetic), ] QQl(Beneficial factor)oll 9Jsf] FF
wolth oleigh YN eefel HEe 2okl 4B Ao olwo) gt Anlle) ghsa Alzle] 3YRe
S njFch Teid gxlg 743(Mobile-based digital customer experiences)o] thst = 20094 2
SR ADLEFEO] AUt tiFofAl SEAIEHA AFES] AVEAQl Ao FEE I WISAA wuid HA"E
ZAdo] £Q5tA Hct. Daurer et al.,(2015)= HE] duto]A A" 743 (Multi-device digital customer

experience) Q7oA CIx|Ea omafel Zro] 4H|A 5ol M=ol akS nlAche AL AZsInh
Ay} oio] ERMLoOo|A ARR WHoA] 0]AQl V|%, ARA 7]: S84 QX|E 511\1, o1X|=l =8 oM,

A5 549 U AlE]A Abs XEQS Au|xto] 2ajol . 2HAPE JEE

QA I xR
A= ool A7t TietsiR| L Qlot. TejA 7]he of2{gh TiSh tuo]AE9] ii*é% oto] AH[RIf|A]
43 49 Also] QA ot AH|RY] FZ8AR1 22101 A9l FEie emefol U Reiele] FAAR]
UaF, BHE o] g 9k JOfE o] 7102 Sl QT

=M. 7189 oA YA (Marketing mix topic)= TA|E A|T|(Digital era)oll st Hatsiloh. 2211
gxAg 178 A A+e 71EQ] g 4P 9avt <l g © HE] 0R|E Ald 5 R 23 HEHSS] Ve
g3)0l wef 2AACl 242 fXlokE FeHe] ot B I 24 Sl AR 2ol -85 AR
olgitt. A Aol Alg Ao 1A FAo=s vHIHA OPE 4PlA0] i Adto] UERGT: <H-3>
U 4P9A M8 Apel o] npAlE 4P9jA9] 7Id2 uAX|FARI nlAIRe] )7t opet AARKIEIA Q]
AR golef= vjE ®op It} (Popovic, 2006). Lauterborn(1990)= 7 ¥4 AHIARY] T/Hof|A
Hofof gty RASITIsIHA A4 71 9 §igkE] 1 9ot
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<E-3> 0P 4PY A Mef A

4p’s 5p's 6p’'s BooZr?;san 4 4Cs 4Cs
McCarthy(1960) Judd(1987) Kotler(1984) Bitnen(1981) Lauterborn(1990) Kotler(2016)
Product Product Product Product Customer Needs Co-creation
Price Price Price Price Cost Currency
Place Place Place Place Convenience gc?iv?tig;u nity
Promotion Promotion Promotion Promotion Communication Conversation
People Political Power Participants
Public option Physical Evidence
formation Process

Source @ Wu and Li(2017) 7|8t AZAT 272

<E-p= 2201 AWZ20] npAE Y A9(e-Commerce marketing mix, e-marketing mix, digital era
marketing mix) 122 A2]st Zlojch. A WA] P(Product, 394 WAl AFE/AMHE|A, AR THA
o] AH|A} £41)= QIHYIE Fofl efe, Hge 5 gxdg %‘%ﬂz(Digital Contents)2 mjsl7] mj2of ol
oAl t}Fst A= @ W(Diversity of product offering)’}=38HHDing et al,,2009 ; Wang et al., 2010).
Product®} 22191 £2J9Q1 VarietyS A Product Variety(thd3x1)S &8st 7ES HaeH] styct
= ®A] P(Price, WA} TA-7FA, Av|A} BAH-¥|LFE)= 22R0loAL JA¥|wEAMo] 29X, OjAt
(Store)7}x] o]%sh= o]% H]8S A7kt A QtKLim and Dubinskinski, 2004 :
2009). Price@} AH|ARHER! Cost Efficiency(8]888)S XA 714587 (Price Efficiency)S
NaZ 8o sttt Al §1M P(Place, HOlAL WH-3-8%, 28R WH-HY )= o ol
of 7Ix] ¥n% AA, ojgAy 4HS & 2 9lth Lauterborn(1990)= Placez}:= &
28JAF IAA Convenience(Ho)dx)ete &015 AREsHofeIttal Fstoit. & A7oA= Convenience
"ol x5 ARSIt Ul WA P(Promotion, wAF WE-HUIEAl, AvAF $A-A50 5-/)s 48R
2o A2 HAE 52 2]8(Customer reviews about products)E Sl 4H|AL, T3At AARKRTO] AETt
- & 9o Kotler(2016)= A&AQ1 t”oA OAE UFAECRE o]&53tHAl Promotion T4l
S e ARgofofsttty A ST e 2 Ao = AF 5-5{(Conversation)

Prasad and Aryasri,
g tol
=&l o

S St BAC=

—

uj
ruSL' o>

=
=2
a1
(]
Conversation(4-
= AHESHTh
<E-4> 2ol upA|g e fLxet 47

Authors Mar;ﬁie;(tlng Attributes Explanation Structures
Di it . .
Prasad and Aryasri(2009) Product Visibility Y Ollering Product Variety
Bhatt and Emdad(2001) . product and service
Review information and reviews.
prasad and Aryagn(ZQOS)) Se.archmg CO?tS Compare the prices of different
Lim and Dubinskinski, (2004) Price comparison . .
. . online shopping mall and . -
Allen and Fjemestad(2001) Price . . Price Efficiency
Rousey and Moreanosk 0 . believe that you can find
Y 8 Y pportunity cost products at lower prices.
(1996)
Sohn(2017) Any time 24/7, 24 hours a day,
Bhatt and Emdad(2001) Place anywhere, anytime, from any Convenience
Kambil and Nunes(2000) Anywhere device with the confidence that
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Any device
Kalyanam and Mcintyre No Need for facing
(2002) the staffs you can shop easily without
Rousey and Morganosky Easy to operate face-to-face contact.
1
(1996) Cross-channel
consistency
Information provided | A belief that accurate
Kotler et al.(2016) Share your information can be obtained,
Kambil and Nunes(2000) Promotion | €xperience the shopping experience can be Conversation
Rousey and two- way shared, and two-way
Morganosky(1996) communication communication is possible
Quick response without contact with employees.
. Personalized o .
Kalyanam and Mcintyre A belief in recommending what
(2002) Hamzah et al.(2014) Recommendation [ want according to my
Shobeiri et al. (2014) ; personality and my identity by Personalization
Van Doorn and Uniqueness providing a personalized
Hoekstra(2013) The Identit customization course
uniquenes entty
s of .
online Aesthetics A positive state where people
Ding et al. (2009), shopping. time distortion are attracted to a particular
Obada (2014), destination based on their Flow
Hoffman and Novak(2009) interests, forgetting other
Wang et al.(2010) Attention things, and enjoying the
moment

Source : Pogorelova et al.,(2016)1} Z€5(2018) A5 ECf AFA A

2.3 7}213}(Personalization,22}01 4

omatel o} 2atel

x| YEHuE Cixg

o2 Jilekd FES AT

AT 20
AYE

s A
& T

Atolo) 71 2 209l & sie =2l
e Fej2 L£Alsto] Al/ML(Artificial intelligence, Machine learning) 7152 &
tH= Aol Alibabaws 20179 gaAlol U5X]s vy dAtolHQl &

n]% o
P2

AHAPL 22kl ool

=

-

slo] 2802 st 40 79| Jjolat vluS AAstel Aulxloll B Alibabat 240 U @

H A 247 AdET 100% ol soldtial waT:. oF 100959 fAfo|ufzt 1509 59t #A] %1
Qsfof BFE 2 Qi ofo] uj W2 ZwWRS &} 8 0007§9] 7ROl wjq 2 AJAIE 2 9k o]t 7§Qlst

A)|ABl(Personalization System)2 AZA oz Al&s5tr] YAy 7]&A FA|(Technical problems)(Ho et

al., 2011)9} AH]A] A2]A 2A|(Psychological problems)(Lim and Voorveld, 2015 : Van Doorn and

Hoekstra, 2013)5 siAsfioretct. ¥ 7iQlet= 7HQI B O] &0 theh 4uv|xte] QIX|H Yol tigt A

A, gA1A ¥]&(Psychological and mental costs, 7IIFE +&, si7]oz sl WAL 7Fsdol gt A2l

Aol AN H[8)S xqY 4 tHVan Doorn and Hoekstra, 2013). gHd {3 2J2l= 73 Al9EY
oF 92

=]
NI BSE 7slst7] Yoll 2= GDPR(General Data Protection Regulation) #73-& <F 2¥719] 8o

7R 711 S 20189 59 25QURE AJSESIRit. 7|E0] A3Y oA o] ARl kg FJushd
7folet AJA”lo] Bt H(+)Y FF= £He A2 A7st¥thEsparza et al., 2012 : Limp and
Voorveld, 2015 @ Steel, 2011 ; Van Doorn and Hoekstra, 2013). 7§QIJE & o]H7F AUH A7]9] =
4l dolMe gRE 1A38E 44 % 78 Omni-personalization)?] F&F=(.486)0] THE TAE Q.
Ql YF=(278) Bty BRHE ofAl(Brand affect)ol] =2 T2 = Aoz AASIYUHIEE, 2018).
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24 E22(Flow, 22101 2TE £/, 0f74H

OIS Atk AR, e L AAEAY Sol Qe AU 2 B BB ol ofgs
2okl OAlE Qoloz wkas) olEshi ook 17 Ea 2o Hze e olsist B s o

& st E2Flow)ol.

9wt olsoln glte, ool Jbg el AED St o}
ejel 92 o Aol Adshe B2

Csikszentmihalyi®] Z29(flow)ol theh AL Qizto] ghug xat Afefol] 92
2ol tiit @2 9E ARSI AU B2 (lowd Alekol Aol ol w2l 5 ol
Sof 02 5L AT 1 4% I IYNA YeHn Fsuci e

(Flow)&d’d2 7iQlo] 574 ool e4ls] 2stel s o e AU AAA Swez ¢t 7H°JOI dE
& 4 Qe 219 Aozt & 4 YrHCsikszentmihalyi ,1975). Z2(Flow)s 22]%Q 7 # ofa}

= S =

AREY oAt gstes 2210l o TAAY & Qlths of2] A4bs0] SsHIT 22kel oA Ay
¢ 229 AulAlo] SE4 AHolo] Wio]E9] WA A4, WitolEo] het YA ejw, Tojeier
ot oltt= ZAapt Uth= Zlo 2 #olEitHoffman and Novak, 1996; Trevino and Webster, 1992).

2 HLof= Csikszentimihalyi(1975)2} Hoffman and Novak(1996)2] Ao]& Zhuste] Z 2= 22191 41
S st £9 gAY Clulo]Aet HEARS S8 PAHU, AltSol sl SR AejlA Lol AAA,
AIA]

AR g7 %4 ArEf 2 xuo}cﬂq tmﬁt} Qma}ol {M i}olh &1}01 42 £= HOH o]X|gF 22
% %ioﬂ' 7}7(]- 7\}7( xl-;:g%

SHA] 7H‘~§0]Ur. Novak et al. (2000)7} Hoffman and Novak(1996)_4 %iﬁ’— e A8235ta] 12,000 Ho]

o] 42 ZAIE 5ol 71E U ARty Yast ik AFS 2298 AW flar x8 HEe

ApgEoigton], ealel #olx AHlAl PES AMBL FaF AWS ) Sl o

Aol AE Hujo] Qlo] AELo w™Wamol @ Ao|tHKoufaris,2002). MAMIA ¢ 2291 Lugom %ggg

A3 MYATS <B-5o F8 ATAL B4, FR WIH U F4U4E Helsiort

zt

<E-5> 229 B4 299 52 SHI WA

Authors Characteristics and key findings Consequences

Kim, Flow significantly influences purchase intention and online shopping

Myung-S00.(1999) | mall usage intention Intention to use

Han, Sang-rin and
Park Cheon-kyo
(2000)

Flow defined as voluntary interest significantly affects purchase Engagement, purchase
intention intention

Consumers' purchase intention is more than doubled in the virtual
shopping mall, which enhances the sense of presence and immersion Purchase Intention
to experience the flow well

Lee Geonchang and
Namho Jeong(2000)

Lee Myung-su, Perceived flow and practical value significantly influence purchase

et. al.(2001) intention Purchase Intention

Kim, Byeong-cheol
and Soo-ho Choi
(2002)

It appears that the intention to purchase online increases as the user

who perceives the flow experience is higher. Purchase Intention

While building a virtual website (online bookstore) and making subjects
Koufaris(2002) virtually purchase, the main prerequisites for the flow reveal web
proficiency, challenge, and additional search mechanisms.

Uplanned Purchases,
Intention To return

Flow significantly affects consumers' intention to return and purchase | Perceived ease of use,

Koufaris(2002) . .
online perceived usefulness
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Flow affects brand attractiveness, unity, and game loyalty. Marketing
communication activities and social interactions significantly affect flow
in online games

Brand attractiveness,
unity, and game loyalty

Kim, Jeong-gu ,et.al.
(2003)

Measure challenge and skill level and substitute it as a flow. Flow has
a statistically significant effect on purchase intention in an internet Purchase Intention
shopping mall.

Park, Jong-won ,
et. al.(2003)

Using US and European samples, test that the flow significantly affects | Intention to return to

Lura et al. (2003) the intention to revisit shopping mall sites the site

Kim, Do-il, et. The higher the flow experience, the more friendly the attitude toward Friendly-> Purchase
al.(2003) the pension shopping mall site Intention

While constructing the MP3 player's acceptance model by combining
TAM and flow theory, it was confirmed that oral advertising, public
advertising, and subjective norms influenced the flow, and that the Flow
perceived ease and usefulness of traditional TAM variables also
influenced the flow.

Kim, Boyeon
et.al. (2006)

Kim, Jongho and | The characteristics of content on Internet shopping mall sites, namely Trademark Attitude and

Seongseop search convenience, structural simplicity, information fidelity, and Lovalt
Shin(2004) information design are significant influences on flow. valy
Choi Nakhwan, . - . . Site attractiveness,

Exciting and exciting feeling, drowning

et. al. (2006) emotional immersion
Lee Eunjin(2005) | Inter enjoyment, fun, immersion originality, free choice Purchase Intention
Son, Consumers' positive feelings had a significant effect on the formation |Evaluation, web attitude,
Joon-sang(2006) | of flows, and flows verified a significant effect on evaluation emotions WOM behavior

By looking at the relationship between interactivity, remote realism,
flow and future behavioral intention, if consumers experience pleasure, Future intention
purchase intention is high.

Yang, Hee-soon and
Yuri Lee (2008)

Source : 412 A7E w2 APRP} Age)
25 Fojej= 3 SOy

T} 9]%(Purchase intention)9] 7@ ABIAIY] B/} Uiz oz §AA 7Fs/de Yole Ao=
28|A10] AlElH njed a2 QJulste(AA, AdA, 2018 @ 9, 2841 2018). 1 AFoA = Uil
(Purchase)& ©of&535}7] 95t} B = (Attitude)S Z-8s5to] Aottt 12ju Bler} 3352 o556 ot
27 Wokty 22iA ol S3s2 olEsh] $fsto] Ef (Attitude)l‘ﬂ*dﬂl %] = (Purchase intention)&
| ARSI AHIAE s Aol B FAlo] A gujsto] ) Qs BEe] A% Qclo=

H1 =2 of&3517] YoliA] B =(Attitude)} 0] S }\}o]oﬂ JLoff 9] = (Purchase intention)& F9CHO|
A, 2012). HA GG Zol7t QIXITE o] ol2fsh AH]A} BE0lE&Z o]EAQl v o® so] e
o] QIIFAS FHSIATHAIRIQ, 2005 =4, 2014 : A3, 2006 : 2T 2008: 2514, 2013). B

Se 0blY AARFEY) £E TAARR, 7199 B oAbaol Akt 0] a5 oene 2] tLol
CHFALS, 201, O A 45R ARel7] 0 % 7 $H2 Kol
S, AI7IAIE of| TRl e Ay 9l selR/ulsoioR WSs st S FYNS 8o

Fi Blee} Pof 5 WA Bt ARk olRold g, e o 011*1 e wols WS eje] M3 2
o=z LR}

LY
DESR

Qloz mofst QITHALS, 2017). shAIe Elzet o] BURol Bt BAl APIZ APARS
S0l A7E Nsick. =t o) BE 71 2Ax|o] chet A A5 1 04%% el=ot 2o} BE
of UAIYS ko] U3t 2L AW B AP U3 A YAHDAY, 1981). Aot T2 BF of
3 A2Ke) 2UAXZ 28sh] YA Beg 05]3 BTo] BEAT st ok 1 ﬂr L B TR

HARNAT H3A M22(FH62)155



ol ejwot Y5Ol FARE Aulate] 0} BES AAS5] YA ElE(Attitude)gio 2 BEstche )
7} 1O 9] =(Purchase intention)?] WA-S Z7tA1Zit E4), Engel et al.(2001)52 Ej=9} si=0] BAUX]
S ofl2sl7] Yot oo =(Purchase intention)= AB|AZ} Alstil 9l U2je] ¥&3 oJulst= o=
A oltict. o] Lo & (Purchase intention)st Ej=7 si502 QAR 7F5AS Wl Qo= Zlo]c}(o]

ad1a - 2017). & Ej=(Attitude)?t FOjQ]=(Purchase intention)o]] Fujol=r} FLofsi=(Purchase)O 2

0] F0]X]7] “HTOﬂ Fool 7P 7k 7S Bleot oflx ool zekn Aojsigict. 158 1ujoES &AL
Aol lof HolA] g wiael AeES Umsts, SANe el Abgoletn AT ickMorrison,
1979). A% Aol oozt FufeiEo]l LA o= A7h W2, olof tisl dEd S(1999)=
ojwo} 35 ko] WA FFE UlAl= o 89l SAISH =W Ful 352 oS5t sl Ul o=s
AR 4 ATl SHRALL, 2010). ol 2R st AAMgAH(e-commerce)o]l et G2 AAHSO]
252 2QIoMo) AvlAL FufelES oEsh] floll ABAF AU FFE UlR]lE HQle ws| LAt
599 tHKim and Lennon, 2000 : 723173, 2000 ; A9l vkakE 2004.).

w2 2ol 2B2o|M TRHES ol5sH AERA oS AGSIYCE
m ALz 3 7hEaad

317 2

B AL 2ol 4B AGAIS gz pujols Wt ofet Pof BF] GFL UL AL BA
S1 $ish oA U % 419 @7E ERl2 A7 BYe Ptttk Y 2Ad dag 4Y Al 59
W0l oeFd F3(Product variety), 7F4 §8d(Price Efficiency), 9]A ZF(Convenience), AE1} 3
8 (Conversation)of] 22101 4= £X401 713K Personalization)?t Z2-2(Flow)S 7] HEaR 71519

H

& L EEEE

Product
Variety
P Flow
\ } H3
Price =
- . /
Efficiency J/
]
H1 H2
. o Purchase 2
Convenience | & ¥ = > Purchase
Intention

Conversation

Personalization

<a-1> A7 23

olo} o] upE Glxot Al HY RS BRste] WAES £E5RL Letel BB XY Y
A To] XLsto] 7ottt ES Digital Experience to Purchase Full Process ﬁ%&ﬁg% AR5 T
o5 elel £W 2o Kgslo AL olot Zo| AT B AT0] AT mye <1U-I>a} 2.

m
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32714 2%

321 £ He 0f 2k

oheFd Z23L(Product Variety : PV)= UOAE 9lAQ] Product( 2 AE, AH|A) Ee g ¢ ohokst A&
I Mula Y 9 YRE Aoz AvAEoA sElE Aleeitts ©& =o|tHLim and Dubinsky,
2004; Prasad and Aryasri, 2009). ®£st 22191 442 E‘}Ohej A= AuA, Ad 58 & £ 9= ok
(Variety), A& AlEolu Aujae]l E45 & & 4 e 7KI(Visibility) 2 AlE, AH|A ARE 97
(Review)5 ol Ohdet HEE & & Qe U &9 dAE E42 7KKl eiLim and Dubinsky,
2004; Prasad and Aryasri, 2009). Hi-20] 2]Ak= AR <l AlO]EE 7HR|AL Qlon, o|u] tgs ¥/5}
A QA o Rofl HAGlo] 2RIz AlFolY AMU|AS Algeith B2 7]E AL ?J"ﬂ“ M @] vl
S AU Hl&Z £l ¢ WU TV, A e 752 A Algstr] Hsll 2etRloMet AleEe 54
AlEs Hojght.

rlr m

0|

QIalo] APMoA] AES AFRE 29 AOon AH|AR= L2}0lo AES ZLufstcHWolfinbarger and
Gilly, 2005). Sriram et al.(2019)= %ﬂ}?l APZN AFL TS BHE =0l A+ dF= Al
kil stttk 1A 29 (Allaway et al., 2011)ofl4 RAFSE ZIX® 2201 Al&Q] £/do] F7letH Halc &

et zoMte Atz HY & & ‘RIE} HErE Algel 22 i sAS FAU de) A YR
EE= AEY Q% Al 2 T o aHAle 4 BES u4she FPo] Aok 28]APT /) Ato] Eof
A YAE FEiY] dEe FEshe Aol ARz ARl Al tiEeithy Yethd, Hiieof oigh $4=
& zopit 2 oM b FHProduct/service diversity)?] TIXE HY 542 Hi= 2 A

Fuol o] M9 IFS VAT st JRZ018) AT AUS B2 0 Lo 1S I

-

PPI-1(HI-1) 2kl &30 oix] chopy E7E 7o} oo F(He JFS U] Zolct
IPa1-2HI-2) L2kl £320] oix] A B 7ol oo H(He JFS Ul Zolct
PPa1-3(H1-3) 2kl &m0 Yojx] Wy 2Pk 7of oo F(He] JFL U] Zolct
IPE1-AHI-4) L2kl 520 Yoix] 25T} B4t 7ol o] (1Y JFS Ul Zolt
PPA1-5(HI-5) 2kl £m20] QlojAl ek 7of oo F(+o JEFS v Zolck.

3.22 FO{e| =2} Oj

o0} et aulxte] AR ol BES Julsto], Aldu BlEt A4 TofEEOR 74T AEL o)
ACHLAS, 47,2018 : ¥, £84.2018). FEASS 0PI FAlY] FRA WAR AL HlES

Aroz dpstion desk 45l $UE SReb) ek TolelsE ARsh] NLACKAAY, 1981)
Ansoz P o e FAdH 0] 95 FA02 @77} o2ojxn ik Morrrison(1979)e 7o}

2 ROlEE WS 506 N4AD Atk FUINE IS 452 AP 942 0] OsE B8
SHICHZIB, 2000 © o] §:eA, 2017; o], 2000 I, 2000). o3t MY AFE MO Theu 2

rlo

1

7Pd2(H2) 221 £g2o QoiA Fufejes ol &(+)9] dd= vIA Zolot

3.23 O}j74tH~ . E22(Flow)
AsY AtoA = A B 9l=o] Hoffman and Novak(1996)= E2-%5 A0l A1Q] HAlAto] o
SRR BHhl, e A YA, et 7w 3R AdElR Astltt. dEHla 2l 4

.

mo ic)
N m
T oox
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o2
Iot

0= sh= e-H|RUYAT}

207

45
A AHAF AAZTF AR EMof|A SLOf7ER] s AsH ok
255 WA HYACH Novak et al.,

2001). A= 9](2003)=

ubx] 5t

2 v a

P Sh=y

K
A
=

o webx o 2L Q)
22l
S 200

XA
O O

2000 :
27204

M eatol

o
fujo

529 ol Polols] <

9
so) A2 2,

9 1(2000)= QY SFoA Z227F ool ol f(+)2] 2 ATt shlth. /412(2010)9] 22191
A agEo] Fujeleo] UjRl= E299 FFol et AN E2f= iHSE TREEQF JLO[Q] wo
Aol S olEcke stk
=T Zheng00'E U P N Tk Vil FLGYAAY e, WY A9, 959 3
H)= AR Fofeleo] A Fott 9 AL AR fFat Fuioe Tte] AR E299] U7 sat
2 AAstCE olo] ¥ AL Mol ARF AR, ZAES S4(Atribute)o2 st B292
%2 slo] 03T o] Zhag Astyrk
7Pd3-1 22kQl AF-=0 lojA E2%+= o &9 Fujel= gt ol dgE & Aol
71d3-2 22101 4Z0] QlojA E29+= 7H 5a/d Fulele gt ol dgE & Zlojoh
71d3-3 2210l 4Zo] QlojA E29+= WY F49F ufel= gt ol dgS & Zlojoh
71d3-4 2210l 4320 oM E28= A5 3 U= gt ol dgE & Zlooh
71d3-5 22iQl AagEo] QlojA 22+ 7St Fojole It oy ddE & Aol
V. |3 Za}
41 A3 24
7t ol "elide YFES 5 Heg ARRP tixshd HEAE &8sto] F4sigen, gAE 14
29 aslo] pujel=et pofof UjAl: P ATE Qo] TN 4ol BYRHQ HmUA RHol gafel &
Y22 o MASIIT. ATEA) RAA ok <E-6-7} Ltk
<E-6> APELY FAH A
Variables Measurement Items Sources
A Dbelief that they benefit consumers by offering Lim and DmeSKY(.Z()M)
PV more product and service information and reviews Prasad and Aryasri(2009)
P " | Bhatt and Emdad(2001)
Compare the prices of different online shopping mall | Prasad and Aryasri(2009)
PE and believe that you can find products at lower | Lim and Dubinskinski,
prices. (2004)
Independe Sohn(2017)
nt 24/7, 24 hours a day, anywhere, anytime, from any | Bhatt and Emdad(2001)
Variables CV | device with the confidence that you can shop easily | Kambil and Nunes(2000)
without face-to-face contact. Kalyanam and Mcintyre
(2002)
A belief that accurate information can be obtained, | Kotler et al.(2016)
the shopping experience can be shared, and two-way | Kambil and Nunes(2000)
CN . . . . .
communication is possible without contact with | Rousey and
employees. Morganosky(1996)
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A belief in recommending what I want according to | Hamzah et al. (2014),
PS my personality and my identity by providing a | Shobeiri et al. (2014), Van
personalized customization course Doorn and Hoekstra(2013)
Mediatin A positive state where people are attracted to a | Obada (2014),
Variablei FL | particular destination based on their interests, | Hoffman and Novak(2009)
forgetting other things, and enjoying the moment Wang et al.(2010)
It means the planned future behavior of the
. o . 2ATH(2018)
p; | consumer, and is the probability that beliefs and | )< 173(2018)
attitudes will be transferred to actual purchasing G
behavi Morrrison(1979)
Dependent avior. Jeong, Mi-yeon (2006)
Variables The degree to which the result of purchase Kellerman(l? 97
. . . . Han, Sangrin(2004).
intention, which means the planned future behavior
PU . . Zhang, Zhao and Gupta
of the consumer, is realized through actual
. . (2018)
purchasing behavior.
PV : Product Variety seeking, PE : Price Efficiency, CV : Convenience, CN : Conversation, PS :

Personalization, FL : Flow, PI : Purchase Intention, PU : Purchase

<E-7>3} ZFo] 20199 129 15U HE ZOZOH 19 4A7IR| 357t AA AIs8sla). Adjo]2 Edf 3]
AEAlE 30783 o5 & A9 #Aof ZEstt

42A 3508 5 5 §2

Category

Descriptions

Population

active user of online shopping mall

Sample Size

350

Survey Period

2. main survey : 2019. 12. 15 _ 2020. 01. 04

1. preliminary survey : 2019. 12. 01 _ 2019. 12. 07

Survey Method

online and offline questionnaire

<®-8>3t Zro] 714 AX™E I8 SPSS 249t Process Macro 3.45

<E-8 7P ARE U3 A WA

sastol Atgstact

Testing Package
Descriptive Statistics (Frequency) SPSS24
Exploratory Factor Analysis SPSS24
Confirmatory Factor Analysis SPSS24
Reliability Analysis SPSS24
Correlation Analysis SPSS24
Causal Relationship Analysis SPSS24
Mediating Effects Analysis Process 3.4

WA BN
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Online Shopping Mall
Frequency %
male 123 40
Gender female 184 60
total 307 100
Living with Children 158 52
Family Living without Children 148 48
total 307 100
<20s 79 26
30s 73 23
40s 53 17
Age
50s 88 29
>60s 14 5
total 307 100
high school 37 12
University student 39 13
Education Graduated from college 168 55
graduate school 63 20
total 307 100.0
student 42 14
office worker 158 51
small business owner 33 11
Job
housewives 45 15
others 29 9
total 307 100.0
43 EFZEQ MEE 2A Zat
A= 7JeNpurification of scale) W2 &oll & A2 54 W 5 A7 =2 A 2 2=
of 54 IF HIAY H AES AAsP] Yol UA A Q@AM ARy #As BAsKIth 2E
574 W29 #2902 #3351 HsiM A3 EA(principle component analysis) HE AME SIL
o, 901 ArJx|S] TaErS Yste] AWE YA varimax)S AR B AN S P2 M /|F
o= QI ARl 6014, 1LRit(eigen value)> 1.001f 02 AQITHEA|E, 2016). AR QQlwAo] Ag
A W2 KMO(Kaiser-Meyer-Olkin)Qt Bartlette] 138 ZAAS o]8&51YTE I Ayl <E-11>0A H=

160 Journal of Venture Innovation, 2020 12. Vol.3 No.2



2201 LFEIN ONE FYeIol TR OAlE FFOl Yt A7 E299 HRUE FNCE

vlo} o] 99 28 000014 KMOglo] 8982 5] & Ho| &3ck KMO: o2 %Mﬂ of3) g Aol

£ =S Uehs glolch Q¥rEo2 KMOgol .90014olel As] E& ol 80014 .89Afolt |
F2 oL, 70014 79A0] MY Bo2 BT gick 50 ujzhel 49 Wolsy 4 s;z AR12 e
(£A1%, 2016). Bartletto] 784 274 3L 3092.015(p=0.00)Q) 7102 Uehdct Ao & BAbe 75234%
2 Uehith QUNsz 29T A2 AYshl 8908 S Bast gk Ze 53 e 29 Y, o
W4 20 DR 54 94 20 VIZ & itk 47 23 $Ys) <B-10-004 B siet 2o T &
ol B Boick. ol 891 ¥4 sk EXlE Ay RAS ANl 2 8o ALY B 2
Cronbach’s a A47} <E-10>0)4 B= ule} 7ro] 7b478Q91 766, 7HQI8H 291 8452 LfERITh Ltoix]
20158 766%E] 845 Aol UENJTE. Cronbach’s a A48 sialste 7152 Allufst Holol A 600]
Hold Alzigo] ook HrAME, 2017). B2 ol2id 71Ee APAui siNe Dalste Aol ook,
o APASL 7001 WNunnally, 1978) SHAIE, o ATASL 600PgolH FEstckn
EAR02 ABHBloIAE 6000l 48 JRSIITT ITHAAIE, 2016 ¢ A, 2017). Tt B AT
oAl 60014 AEl 7]ZEo 2 ARgich ol2jst 7|Eo 2 Woke m BE @0lo] Cronbach’s a A7t 602
dol7] mheo] Alzldo] 9 o WHsle] 89 BAT BE PIS £ WLE AEAC,

L

<E-10> WK 99 BN 53 e A A

Construct Variable Factor Loading Total Variance % Cronbach’s a

PV3 .677

PV PV2 .813 14.322 0.802
PV1 .795
PE2 .780

PE 27.147 0.766
PE1 703
CV3 .851

Ccv CvV2 .839 39.190 0.843
CV1 .827
PS4 .694
PS3 779

PS 50.371 0.845
PS2 779
PS1 733
CN4 714

CN CN3 .682 59.666 0.760
CN1 .652
FW3 .866

FW FW2 .861 67.708 0.835
FwW1 741
PI3 .691

PI 75.234 0.781
PI2 784

PV = Product Variety, PE = Price Efficiency, CV = Convenience, CN = Conversation, PS= Personalization,
Pl = Purchase Intention, PU = Purchase Behavior
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20124 53 BF ol HAH QS o) T EYHS WHS] R YT BHS AR
A} <E-11>3 20| QA5 ko] JTALT} 0.80j9t0 2 Ueht HEeidgo] SEE|UCHOFL 2017 &7
3, 2017)
<@-11> T EpgATt 248 A
PV PE Ccv PS CN PI FW

PV .842

PE ATT** 167

Ccv 494 xx A465%x* .855

PS .386%x 498 xx 417 xx .830

CN .488%x A28 .459%x .637%x .739

Pl 518%x .336%x .504%x A19%x .530%x .827

FW .367x .255%x IRRIEL .409%x .363%x A87xx .860

#x. p< 0.01, = p< 0.05

PV = Product Variety, PE = Price Efficiency, CV = Convenience, CN = Conversation, PS= Personalization,
Pl = Purchase Intention, PU = Purchase Behavior

= A4S Yol ERE A 2] At #A dAS sl ohselHEA(multi regression analysis)S

AN 2o AY=S FASHEY O gt & =YL FRlo] 42.5412 [ojEE

00002 o] Aol 7oz Ut & 239 dYae 249 RAlES 7IEoR B o 40.4%=
25%= : =

a7t 9 ZERIZMO) AMS E2]Aola}n

g2 ok P, HRNe 59
VS Sk QITHARIE, 2016). TR SRS CEBHHE AT 2o VIFRo] BF 100552 Leh

Oa547do] gle Aoz SRIE QL) Tt AR Al @Al Durbin-Watsongt2 1.8592 7[&A]
QI 20 sk Qlof ZRRRE HEAls AL §le Aos wHEQlt mebd 2 IHede i
8= ol At Aoz WAL o]d o] Higer 7 275k <m-12>9F )
05014 Ro)idg wdeha, E5t 7Mdg s R0 Wty 7&@ AutoA UERd
gRelsto] ™ o RS wWHsilt HoY 4, o 4 A% sRe Ul
W, 7 aed 2 7ileke Aol 45011 sAReR Fost
Kl gl UrE}kiUr B FA7 AR Q=0 UlR|= JF2 BFESE A4B) 1265, tgko] 4.757 fojEhE .000
2 Q0|ax 9r%oA EANCZ Qolstoich wetA }gl 1(H1-1) =211 &g QlojA oY F+
(Product VarletY) Tl o B(+)o dF= vE Ao AEE QIS 714 as/dol Sl 9 =of
ORl= F2 BFESE AB) -.055, tgho] -.982, folets 3272 {fo4FE B%OIA EAKCRE [Ol5HA|
%ottt 7Hd1-2(H1-2) 22891 4o QlojM 7H4 mg/d(Price Efficiency)2 Ui =of] Z(+)2] Fd=
ol Aolgte 7Hde IRl ®Wod F7F ol owof DRl FEe BESH AlRE) 246, t3fol
4,493, ROE 0002 FOaFE 95%IA sARCR [Folstoitt. Tebd 7Hd1-3(H1-3) 22kl ago gl

"2

rﬂi
)
it
r\o
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2010] 0] DAl

¥ge] TP 17 ; E29e

Al HMo] F34Convenience)=

o oo 0]x]
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£3} 287}
% 95%01q EARCR
Fojol ol A(+)e] %

&= 12 Zol2hs 7HE2 A= Qi
<E-12> Y b AR AR
v BEs} Al BES} AR
path - t 9ojg - A
B BEQA Het
(82 450 248 1812 o
PV->PI 294 062 265 4757 000 1597 e
PE->PI - 054 055 055 - 982 327 1,599 7t
CV-5Pl 29 065 246 4,493 000 1.546 el
CN->PI 303 o7 265 4288 000 1955 e
PS->Pl 080 066 07 1202 2% 1.892 77t
PI->PU 1.166 145 419 8.053 000 1.000 e

PV = Product Variety, PE = Price Efficiency, CV = Convenience, CN = Conversation, PS= Personalization,
PI = Purchase Intention, PU = Purchase Behavior
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(B).419, tgto] 8.053, -2J&rE 000004 F-of5Heict.
E-13 Z29 ofEn BA
Effect SE LLCI ULCI Results

direct effect 237 .060 119 .356 Hugy

PV (Parttial mediation)
indirect effect 057 021 020 102 arthal mediation
direct effect -.039 .052 -.143 .064

PE 717+
indirect effect -.014 .017 -.047 .019
direct effect .255 .062 133 377

cv %
indirect effect .035 .021 -.022 .080
direct effect .285 .068 151 418

CN 712x
indirect effect .018 .027 -.035 .072
direct effect .004 .065 -.124 132 BT

PS (Full mediation)
indirect effect 076 030 024 1140 il mediation

PV = Product Variety, PE = Price Efficiency, CV = Convenience, CN = Conversation,
PS = Personalization, Pl = Purchase Intention, PU = Purchase Behavior
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<E-14> 71 2% Aad

Path R A

PV Pl Sl

PE Pl 717%

Cv Pl AR

Causal Relationship

CN Pl e

PS Pl 717%

Pl PU RYEN

PV Pl AR B of7p)

PE Pl 717+
Medie;t;;gw ;Effect cv Pl 712y

CN PI 712¢

PS PI A7)

PV = Product Variety, PE = Price Efficiency, CV = Convenience, CN = Conversation, PS= Personalization,
PI = Purchase Intention, PU = Purchase Behavior

AR, 22191 Aok 7P 2 0] s Wk td FHProduct diversity)?} A-gall 5-7{Conversation)
ARG o2 BIHIH(AHIE) Aol FHE sRotiAt sk AR A sRAITY ABRe] B

A diget Zos Holch ®5h Reflo] Algshe AlEyt AHlA Gde ol2ist HHH(UEE) 4 F8P7}
7FssH gtso] ot WA 2aele] 2AAE EAJol2tal & 4 Ql= Anytime, Anywhere, Anydevicez U
HE= HoY FEolAL s §AQlED; i) Aot A2 ojn] eumello] Al 4 YPETE 229l
oz 43o] Edlc® Wo] vl Qlth= AZ & 4 T YA Fud A3AL Sofl 20189 AR P
F(2018)A Lol A= ZHlet §Qlo] YAIE A acl ol 7t 3 102 AEQlY, 20194 64 A
AlgE 7wt BA3E)(2019)A oAM= HOd (Y, AZEold. AEi ad. Auld)7E ZiQlEkEnt
- Y Holoz AR &AL A7]7F Covid-19 vlo]2{A9] A7|H 2 E/do] ¥igd 2= JZRTE Ak
of o} wEA Hlskar Qlok

=, 2210 agEolA 7 aa/dat ZiQlets ol oo [ojst YT UIRIA] Xohe Ao= UERHT
U A 229 AEEE VIESIA 71 malde Aleehr Qi 2210l AFE ARIAL AolA = 73780]
e RAGoiilths g Qusitha & 471 Qiok. tefet Al AR Ale2 AvAe] 714 IS &9
(Spann and Manchanda, 2015). =t GDPR £ 7JIAE HS 71stE st 7f0lsk= Jtofje]rof 8.o]ujst
VL= UAA] =t 45

AR, 2299 e g Sk 7iQleh WAt o) o o] FEH5HL0] WAA 2 SANCR
woujeh A Bt oA 2RI S emellut AolshAl 1Al =go] glo] AH|AF AAmT}
AREA Rl AB[AL Ao S efsfiofsty] Wizol E7sx SYUol2tl she E2% Fo] tisiart Hof
T Y=o ROt L2 Fe Aow ARE I

ol
rlu
ofd
ol
ok
m
rE rﬂf,
O

52 =9 5 AMAF

% APoINE RSl TAE HAA Aol tiAlE 174 Fo] o} oso] S vlAIL iy
g RASd O 24wt 9@ wEo] glo] A7 pgol wet chekt A, Aol kA A}
EAfl 0@ U F SU 9] el fOIF FFL DAL sH AT Fapt et siE, gl

HARNAT H3A M22(FH62)165



ol ek AP APt AXE|E Pk B APl AFE 2 aglo] dhstel M3 ARSI vlLotEA
s}2AQl =ojeh ARHQl AXVES Chet Zo| Esiolth. SNl Aol Lmud, A, o oA
48 2YE RE AU RE PR AgEUl- FUMOE ks 2 Bl A1 M A18d
4 9 werg 20 oblo] i Hgee ol Fastch Bgl] O Wa U Wa A2 Op) o B4
Ha A28 23 mechanisme Atop 7 M-S = Q71 9JtHVenkatesh et al., 2016 @ A&, 2018).
& AolME 2000978 20199701 Had GAE wAFANH £ wole SA6HHA A4 Fde tat
2ol Yl 7H] fdos Rt §312 Rl Z[gte) A 7] Fdol&(F4elE, FABAllE, RS
ol&) 7I8hojlA gxjg uFdor SRshe et fd2e A A & Al UAE AEY Vlevvies A
¢ 70 9u3e oIy Akl 4wl oY 4P Mix 7NN OAEE Mes slojch el Sa4s
23S B 52 WA AOPIY VA extension)olck, B AL Al A AP HER @ umetel
7o) 7R Aol F B2 ol2w HEA oI UAS JMoR BYe wEsL olF P8I Joz
910 4ol £IATEL T 4 Uk B, 0PI YAo] S WA 220l 2BS Aie] 9 FfQletE, o)
MARE B29 Q012 77 Fvlelel AL sloich 2 2 712 &84 sk o) o] $ARC
2 Qo3 QRS B OlRCh IYA|G 20U} toby A0} Fjoleh wine o) o 7F o olES ke
Ho2 WelR. me ¥ dgdd £5H1 4y 9 97 2Ye s el an2O N AP
Apste o 9xE ¥ Aoz AR U

A, =0 gRE 18 HY T A4S AT ET ool A} gt YA E4de A8sto] ol o=
U] S Aeh Fe= S, AEH2019)F AlQlstale 9] gl AJEiolt olofl & A-tollM =
uiels tiez 22l £F Fopoll A|E 1A Y RS A8t et xpdojut A|F $4 Ha AR
A O f874u A S ARE 4 AT A, o] 2afel AT A4S AnEH IR AE 545 WaE
SOl Eoll FAl 2L ol oo Foloh thet Ad, thefet UAIE B &4, e A 71eke] Ast
UAIE 39 &4 A8e J9&(2018) AFoM = tRPIRZ A]F 54 WaE 0] 4, o 9=t 4
oo £ Qltt. U ofert o Huf Y52 T Zlolete TAARI 71 stofl A7t o] Foj &AL QIIA|T
et 78735](2019a)0l] 2JstH Lo 2] =oF 41uf -5 7Ho] A= (RY)2 44.2%00 =Rkl S 44ds], ol
A(2019)0flM = 1o of =} ol 7Ho] wERRH(B)o] 1052 FF=l2 A ittt webA o o =ef ol 5=
SAlOl B & A 7189 AtoA dE AR Atet & 4 Qloh

SR, duiel ez 2efQl agofld gAE ddacls dAeh & A5 & UAIE dd aclo] ol
ol 2 “Lojj(Digital Experience to Purchase Process)e] full B3 A3hdo] 7AA 9ty FEH HJLES
Alesti CIxlE A¥Rglo] qujels Djxl= gk @4 wyol Jjuke 3 Qgirh. 2u HE 54
WAL 0] BF Boks 570 8oldt P} Jwo] § A9} worh £E ppALY BRe 4ES A7

20N 2R Ot HE wol EAf o,

MBHOZ ol2igt R4S BAste] oY ML Sste] A3

wol7] SIsh kP A7, 7HA &M, WO A7, A5% B8 Ast 5o RQISS BN AR &
a}

=

=2

9 Wolo] 2AtY ast ook £R AvjabSo] Qmelgldld &

sb] glat AU Be AL Basgh 28 Aa OAE ol Sasle) 17 A BRe nefsi
e Badh OAIE A HBSIE b olck A, OAIR 14 33 29 3 o owo] GRS 7
sPA PAtsHe Clopy 270k AW 290l Ol 28 MeFe 2ashor stk 22kl ado] AyielH T 9)
oA ARIFOR of o4 AhEa} 9olo] B 47} ikt Zlo] Al O3] WalATh Fa AulFel LU
(Millennia)® o 7§52 AStANE 253 T92 ZAUCHE B2t Aol o2 FWstn Ycke AR
2 0P A ol B BEY Wast ook £E /b agA, Jislet 22 oOE aSd uls) ceby
57, 253 B9E ASEst Robd vlaA A7) 271 WE 2 nEsb ksd aglos eHsoR Fes
ol wiA® Wask ok A, 22kl AR Al 22 Aol ook A2t ABE vAYA 2]

166 Journal of Venture Innovation, 2020 12. Vol.3 No.2



2201 LFEIN ONE FYeIol TR OAlE FFOl Yt A7 E299 HRUE FNCE

>~

22kl 22 AL T4 BRI AR B2k Aofo] gl & EF Aol vlalA 7ol g
A A
L =

UYL FB5e7] TR ofolE, Yejulul 5 22 WEr|n A

rE ruR rl;

E EEJPN&IA

H A7AALe} Blaste] Sy 22191 BRieo] Jflst AjulAo] tisfiA
St =R 2 Jos YERdTh vhH dejupeie] A9 20179 FAlol IEAlS(Al)E E8sto] oFF 4
719} 7HQlet ivE ¢ %01 AlEstRA=tl Alol bARl 312 4% 719 100%e] 300t Afshof st =
ol2fal éﬂDH%%O‘EZ AW A7dE], 2019). %LDHAEOH AR AT HolMe Hugt 7 Jz}(Eﬂ
APl E= Z2¢ ”EJH ABRAITE Fojgt o] Zhest, Wt JiYIet Alee foldt dT2
=y %6}71% Q35 BAARl T2 & 4 Athe Ae vHdlor sHlTt. A, 4xF AHiERY =
Aol ep v H(AEE)S 22fl 4ol g5l wht L o] wof O"s% Ol 89 & E2¢ Q%9
Ul% Fas] Al Qltt. emalel ujge Ao ofsll Ju8E, /MR, BEHE 52 Aldwot FHl
(guided selling)e & 4~ QURIRE 22191 4F2 AR AA2 XGHE E7HR] o] Ps Frsfolsh]
T Eo] Tifst C]X|El Ejx] LQIERYE] =20 AHS x|Zol= Zo| TolHr}t £Qsit E5 EUHA 3

a

\l‘

o

ox

r

6] Ty v
iQlete] Fee 2APE 228 JH & Aot fach 9T vtk At A" A SR
QR 02 ot Tk Tolstt] AXEE Fo.

g

53

e

7o 2

ot

B olq0] Qo thewt e FIHOR s A ATINL oS JpHE dTE AN West AL
Zolct.

B, SIS 1 Y 4o 200] eblef ob geldl 440l I e e ci 4
T UlgoR ARAY} 447 991 £Es0] PA TG BAL 22 £B2 AU A
7 7o) 7o) Slso] Tl S el pshr Jlolst el Bshn che Aol Quetst] S
L 9o} e A7t asi,

S, 2etel amol O 7o) HES SN YolA AP 7IYA Pl FE 02 oESALL. AP1IY
A WA R 4 ol dolEle] BEPYS S ARl 23 F5 APOIAE Hher AT
RS BS5] 98] 20] BES SYsh Yol O A= Qb AP WY Bav) Qo) welrt,

A, o] 3 A} Coud-19 ok Al 35, X719 S0 2 SRFWE A Ltg
Ik Covid-19 Hojej2o] Q)3 FFu4g MM AAsH 230,

REFERENCE

AEY, 053], WEN(2003), ALY £H 2ol WAAE PoESt FFA] I AT, (S5AP)

8(1), 69-89.
A54(2006), "UEW FLaPE AR OAR] #A A =Ul A9l 157 Ui HolxRE FHeRT, AR

A Oy
CJRfQIatel L, 9(0), 9, 7-45.
014, 749(2001), “QIEY agEo] iRt AH[AIC] UHE BURE FEFACl”, o FelE]A], 15(7), 1353-1364.
AR 133_75‘(2018) %%”471]%‘. AEWEIAETE FAAENZ|YO olujA], BiE, FUjojLd] Ujx]=

|t

149, @ogzﬂ(zoon, KPS SRR WAo|E BHEo] Bet A o) WA E2O(lowe) ol
2 zXN0R" AH|AFEFAL, 12(4) 185-208.
724, 70]9d(2007).  22kel Ol RAE QR me Hudy o= ol R, 31(8). 1310-1320.

HARNAT H3A M22(5H62)167



4U(2013), =29l @S U] afE A= H 17

=

34w oto)

rd

Aol et A+, detthstaistd

Rl

ol

JRIA19BY), AUIR BSol Slol FLE-E TAG] Bet D, METRCI HAeIee

1317(2010), AEY £5o] et Auiate] A2 et ool WA AE TojelEo] olAl I AU
St Cferl AR E.

£7392003), “Flow 7Adn QEfge] 4uixt qojole oo B4 I Flow $3o] T2 T0jBE ol
YA Adstel L 3(1), 87-118.

oA, 01591(2012), “AEINLTE HulAEHol B2 o0] URl: FPol B AT, RIIATAY EAT
E5tar)3] =24, 1939-1945.

¥P(2008), et AulARIE A E 2 S(Flow) Aol chat vlmA ZE", AulAtlA R, 19(2)

HIESH2013), "AULEE AGOIEo] BI AT A1, APIELZ, BRO0 /2480 FHOR, e-ulx
YAAL, 14(2), 47-68.

EF4H2006), "QIEINATNN T B2/t Aol Eo] fgt R R PRlo] DlAl: I, Rt
A1, 19(2), 489-509.

J

$A12(2016), =2Ao] TR SPSS/AMOS SARA W, A 1 21471
AIAR}(2005). TrEEARle] 2R 273 ©AL, olulAl 9IE, AhpolelEzie] A, ZATiscEr, SAsel .
o1gUB(2017), AHAL AASHE OPY WA Tpt nARHET A AojolEo] jXE FP-e-martS

dhroz-, JRitistmrsl AAtsteg.
o] A0] ] 0](SAP)(2019), Intelligent Enterprise o227, ZAA7IA] A|i!, Retrieved Feb. 16 2020 from
http://www.sapinsight.co.kr/view.asp-num=197
o] Aof|m]o](SAP)(2017), South Korea Digital Experience Report, SAP Korea.
o] Aof|m]o](SAP)(2016), South Korea Digital Experience Report, SAP Korea.
28, 28%1(2018), "H[HQ, oJu]x], BIAE E-WoM o] ARdEol7] ool et WoM 9]=9] t]x]= FFol
et H]ﬂ-"d?’ °*%KIL"*E*1‘E“°*9J stetial=wA, 80-81.
YA R Jga} ofsl, AZ ¢ ShUiETAL
OtE %4 AREAE Holo] TEERof UjR|= Pt BHE A wHeto] TE A AU
Atolof i A, A=t utierd YAkelel =z,
I £FEY ABAF OiYf ol UlA]= Flowe] & #et o+, eristudistd

AR
9A19(2017), Lok FEPUN| AEE BHES} dujat ofo] lal Fgol BT A7, FHefoytach
HP}\]-O}HL—__]‘:,'__
0|74%.01740K2016). “AIBoAHe] Al Hx] F2uuol Bat ol 28 1A U APEY, xFo|cjolst, 19(4),
131-139.

0] 2%1(2005), ANHU Aoy Z2 FA AEA 7IR|X|Zfo] 1A AHE Fojel ol v]A]= oF F4

St tferd BPARY =i

0]Q14(2012), ohpEC] B EXPsto] /RS e ot ool wof U]R|= Pk, QlotHieutierd AALe) =

O[fA (1995). "1ZAREERo] o] ol F7gof et A", AP+ | 29(1/2). 142-68.

o]A-(1997), "I AR ZExJof Tigh A", FaA, 35, 33-54.

olgF&, 2P, Ol1H(2007), “22iQl AFEo] Bt MHS 9gt HARIAR xRIe] A B4, SYTE
W OflsEotitd, A=A, 26, 85-106.

AT, DAY, /38, o] RAN(1994), AvPEE, A= @ FEAL

a O O

168 Journal of Venture Innovation, 2020 12. Vol.3 No.2



2201 LFEIN ONE FYeIol TR OAlE FFOl Yt A7 E299 HRUE FNCE

AW5(2006). BIC &WAtolEN|A nAAlz] HaQolut Foi/A) ool dMubdol Bek SaelT, AA)
St oot AR =

797431(2018a). "ORIE Altie] 17olg”, WA SAIASL, 1(1), 29-47.
8](2018b), "TAIE u7B7Ro] BHE F/dw 9 pofo] 0jA]= FFF 0 M) FELS SR

& datslx], 21(6), 109-118.

AU, 9PE(2004), “"UEY AgEoxe] nAZIR|eE MEdRio] Aftufelwo] Rl FEo WAL,
ZAoggustdL 14(1). 185-209.

737431, 01°371(2019), “4RPIASIBAITS] BRI FEah poike] JFEAl] W3t AA-UHE, 5Y. E9HE
I3 AolE FACRT, TR 7]5-3-8808], 26(4).51-69

73738] 249 1H2019), "AZFol] g HAEF PRl ol Rl= HF, f-5dYea], 22(3), 13-20

d2(2017), SPSS/AMOS & FRUPALRY =7 AN, A2 =AETEH.

AH] = (Chosunbiz)(2020), F-2-0p1Ae] HEL &4 85 F855 24 £}, Retrieved Feb. 16 2020
from https://biz.chosun.com/site/data/html_dir/ 2020/02/16/ 2020021600095.html

2AH)=(2019), S=2¥E 7|¥ 92%, SAP9] 'Fx]'S < ity Retrieved May. 6 2019 from
https://biz.chosun.com/site/data/html_dir/2019/03/06,/2019030600171.html

Z0oralH(2017), g&=vid] 70% $£&--LAA2 28% ol X L2juidl, Retrieved Nov. 12 2017 from
https://news.joins.com/article/22106968

AY(ZDNetKorea)(2020), GDPR ¥& 1Wo/fd---AHEG 154739, Retrieved Apr. 26 2020 from
https://www.zdnet.co.kr/view/no=20200121105914

2]50H2008). =% HAEHO] F2A 2HPA|Zto] UARRS,
I, AlETt et BAretel ==

no“

ki
N
d

I, A pojels 2 AR ojxl:

2ol AG7(2006), "UEU £PE RFE AHAFEI-EYEY AEES SR SRR draw
H=F4, 2006(1), 293.
d

g™, 91(2000), “FLOW 7Hd-Z o] 83k Il gHgofAfe] Au|A} ujole A4l A7, nAIE A,
15(1), 187-204.
FUE(2018), HRZHAY sUmAEtolAlold @4t HHE Z/dar HRe Adito] ojx]
ERE DALY
5t9(2013), Bmto] 7[¥HS ol&st o] MBI gy} S2A il ZAFTARIS] 1ZAQIA] 3 oo,
AETHEtaretY uiAfalsie g,
Allen, E. and J. Fjermestad(2001), “E-Commerce marketing strategies : An integrated framework

r \l‘
of
%
re,
=
i)

ol

ok

ofol
]

and case analysis”. Logistics Information Management, 14(1/2), 14-23.

Allaway, A. W., P. Huddleston, J. Whipple, and A. E. Ellinger (2011). “Customer-based brand
equity, equity drivers, and customer loyalty in the supermarket industry”. Journal of Product
& Brand Management, 20(3), 190-204.

Arnould, E. J., and L. L. Price (1993), "River magic: Extraordinary experience and the extended
service," Journal of Consumer Research, 20(June), 24-45.

Baron, R. M., and D. A. Kenny(1986). “The moderator-mediator variable distinction in social
psychological research : Conceptual, strategic, and statistical considerations”. Journal of
Personality and Social Psychology, 51(6), 1173-1182.

Bart, Y., A. T. Stephen and M. Sarvary(2014), “Which products are best suited to mobile
advertising? A filed study of mobile displayadvertising effects on consumer attitudes and
intention,” Journal of Marketing, 51(3), 270-285.

HARNAT H3A M22(5H62)169



Bhatt G. and A. F. Emdad(2001), “An analysis of the virtual chain in electronic commerce”.
Logistics Information Management, 14(1/2), 78-85.

Booms B. H. and B.J. Bitner(1980). “Marketing strategies and organisation structures for service
firms. In Donnelly, J. & George W. R. (Eds.)”, Marketing of Services, American Marketing
Association, 47-51.

Court, D., D. Elzinga, S. Mulder and O. J. Vetvik(2009), “The consumer decision journey,”
McKinsey Quarterly, 2009(3), 1-11.

Daurer, S., D. Molitor, D., M. Spann, and P. Manchanda(2015), “Consumer search behavior on the
mobile internet : An empirical analysis,” Michigan Ross School of Business Working Paper, 1275.

Ding, W. D., P. J. Hu, R. Verma and D.G. Wardell(2009), “The effect of service system design and
flow experience on customer satisfaction in online financial service,” Journal of Service
Research, 13(1), 96-110.

Edelman, D. and M. Singer(2015), “Competing on customer journeys,” Harvard Business Review,
93(11), 88-97.

Engel, J. F., R. D. Blackwell and P.W. Miniard(1993), Consumer Behavior, The Dryden Press

Hayes, A. H.(2013). Introduction to Mediation, Moderation and Conditional Process Analysis : A
Regression-Based Approach, The Guilford Press.

Hoffman, D. L., and T. P. Novak(2009). “Flow online : Lessons learned and future prospects”,
Journal of Interactive Marketing, 23(1). 23-34.

Hoffman, D. L., and T. P. Novak (1996). “Marketing in hypermedia computer-mediated
environments: Conceptual foundations”, Journal of Marketing, 60(3), 50-68.

Holbrook, M. B. and E. C. Hirschman(1982). “The experiential aspects of consumption : Consumer
fantasies, feelings, and fun”, Journal of Consumer Research, 9, 132-140.

Holmlund, M. et al.,(2020), “Customer experience management in the age of big data analytics: A
strategic framework”, Journal of Business Research, https://doi.org/10.1016/j.jbusres.2020.01.022.

Huffman, C., and J. H. Michael (1993), "Goal-oriented experiences and development of knowledge,"
Journal of Consumer Research, 20(Sep), 190-207.

Jun, M., Z. Yang and D. Kim (2004). “Customers' perceptions of online retailing service quality and
their satisfaction”, International Journal of Quality & Reliability Management, 21(8), 817-840.

Kambil, A. and P. Nunes (2000), “Internet marketing : Lessons from the field research note”,
Accenture Institute for Strategic Change. [Online] Available: http://www.accenture.com/xd/xd.asp
it=enweb&xd=_isc/iscresearchnote_12.xml (Retrieved from July 14 2000).

Kang, J. M., J. M. Mun and K. K. Johnson (2015), “In-store mobile usage: downloading and usage
intention toward mobile location-based retail apps,” Computers in Human Behavior, 46, 210-217.

Kalyanam, K. and S. McIntyre (2002), “The e-marketing mix: A contribution of the e-tailing wars’,
Working Paper,

Karakaya, F., and N. G. Barnes (2010), "Effect of online reviews of customer care experience on
brand or company selection," Journal of Consumer Marketing, 27(5), 447-457.

Kawaf, F., and S. Tagg (2017), “The construction of online shopping experience : A repertory grid
approach”, Computers in Human Behavior, 72, 222-232.

170 Journal of Venture Innovation, 2020 12. Vol.3 No.2



2201 MO TN FEeclol ISR DN Y BY A7 B2 WYEUS 3402

Kerin, R. A., A., Jain and D. J. Howard (1992), "Store shopping experience and consumer
price-quality-value perception,” Journal of Retailing, 68(4), 376-397.

Kellerman, B. J., P. J. Gordon and F. Hekmat (1995), “Product and pricing courses are
underrepresented in undergraduate marketing curricula’, Journal of Product & Brand
Management, 4(1), 18-25.

Khajehzadeh, S., H. Oppewal and D. Tojib (2014), “Consumer responses to mobile coupons: the roles of
shopping motivation and regulatory fit,” Journal of Business Research, 67(11), 2447-2455.

Kim, J. and S.J. Lennon (2013), “Effects of reputation and website quality on online consumers’
emotion, perceived risk and purchase intention: based on the stimulus-organism-response
model” Journal of Research in Interactive Marketing, Vol. 7 No. 1, pp. 33-56.

Klaus, P.(2014), “Towards practical relevance-Delivering superior firm performance through digital
customer experience strategies”, Journal of Direct, Data and Digital Marketing Practice, 15(4), 306-316.

Korzaan, M. L. (2003), “Going with the flow : Predicting online purchase intentions,” Journal of
Computer Information Systems, 43(4), 25-31.

Koufaris, M.(2002), “Applying the technology acceptance model and flow theory to online consumer
behavior,” Information Systems Research, 13(June), 205-23.

Kotler, P. (1984), Marketing Management: Analysis, Planning and Control (5th ed.), Prentice-Hall.

Kotler, P., H. Kartajaya. and I. Setiawan (2016), Marketing 4.0 : Moving from Traditional to Digital,
John Wiley & Sons.

Koufaris, M. (2002), “Applying the technology acceptance model and flow theory to online
consumer behavior”. Information systems research, 13(2), 205-223.

Kuiper, N. A. and T. B. Rogers (1979). “Encoding of personal information: Self-other differences,"
Journal of Personality and Psychology, 37, 499-514.

Kwon, W.S and M. Noh(2010), “The influence of prior experience and age on mature consumers’
perceptions and intentions of internet apparel shopping,” Journal of Fashion Marketing and
Management, 14(3), 1361-2026.

Lee, K.S. and SJ. Tan (2003), “E-tailing versus physical retailing : A theoretical model and
empirical test of consumer choice”, Journal of Business Research, 56(11), 877-885.

Li, H., and P.K. Kannan(2014), “Attributing conversions in a multichannel online marketing
environment: An empirical model and a field experiment”. Journal of Marketing Research, 51(1), 40-56.

Li, D. and G, Browne(2016), “The role of need for cognition and mood in online flow experience”,
Journal of Computer Information Systems, 46, 11-13.

Lim, H. and A.J. Dubinsky(2004), “Consumers perceptions of e-shopping characteristics: An
expectancy-value approach”, The Journal of Services Marketing, 18(6), 500-513. Lauterborn, B. (1990),
“New marketing litany : Four Ps passe : C-Words take over’, Advertising Age, 61(41), 26.

Lohse, G. L., and P. Spiller (1998). “Electronic shopping: The effect of customer interfaces on
traffics and sales”, Communications of the ACM, 41(7), 81-87.

Lubis, A.H.(2019). “Does information technology help fish marketing A review for a preferability
fish marketing in north sumatera”, International Journal of Science and Business, 3(4), 105-115.

Mclean, G., and A. Wilson(2016), “Evolving the online customer experience - Is there a role for

online customer support,” Computers in Human Behavior, 60, 602-610.

HARNAT M3 M22(5H62)171



McColl-Kennedy, J. R., M. Zaki, K. N. Lemon, F. Urmetzer, and A. Neely(2019), “Gaining customer
experience insights that matter”. Journal of Service Research, 22(1), 8-26.

Mckinsey(2009), The consumer decision journey, Retrieved Jun. 1 2009 fromhttps://www.mckinsey.com
/business-functions/marketing-and-sales/our-insights/the-consumer-decision-journey

Mckinsey(2017), The new battleground for marketing-led growth, Retrieved Feb. 24. 2017 from
https://www.mckinsey.com/business-functions/marketing-and-sales/our-insights/the-new-battl
eground-for-marketing-led-growth

Morganosky, M. A., and B.J. Cude (2000), “Consumer response to online grocery shopping .
International Journal of Retail & Distribution Management, 28(1), 17-26.

Morrison, D.G. (1979), “Purchase intentions and purchase behaviour”, Journal of Marketing, 43(2), 65-74.

Norton, D. W., and B. J. Pine I1(2013), “Using the customer journey to road test and re?ne the
business model,” Strategy and Leadership, 41(2), 12?17.

Novak, T. P., D. L. Hoffman and Y. Yung (2000), “Measuring the customer experience in online
environments: A structural modeling approach,” Marketing Science, 19(1), 22-42.

Novak, T. P., and D. L. Hoffman (1997), “Measuring the flow experience among web users’,
Interval Research Corporation, 31(1), 1-35.

Nunnally, J. C.(1978), Psychometrics Theory, McGraw Hill.

Pace, S. (2004), “A grounded theory of the flow experiences of web users,” International Journal of
Human-Computer Studies, 60, 327-63.

Pine, B. J., and J. H. Gilmore(1998), “Welcome to the experience economy’, Harvard Business
Review, 76(4), 97-105.

Pine, B. J. and J.H. Gilmore (1999), The Experience Economy, Harvard Business School Press.

Popovic, D.(2006),“Modelling the marketing of high-tech start-ups”, Journal of Targeting, Measurement
and Analysis for Marketing, 14(3), 260-276.

Ramaseshan, B., and A. Stein (2014), “Connecting the dots between brand experience and brand
loyalty,” Journal of Brand Management, 21, 664-683.

Rose, S., C. Clark, P. Samouel and N. Hair (2012), “Online customer experience in e-Retailing: An
empirical model of antecedents and outcomes,” Journal of Retailing, 88(2), 308-322.

Rose, S., N. Hair, and M. Clark(2012), “Online customer experience : A review of the business-to-consumer
online purchase context,” International Journal of Management Reviews, 13(1), 24-39.

Rosenbaum, M.S , M. L. Otalora and G.C Ramirez (2017), “How to create a realistic customer
journey map’, Science Direct, 60(1), 143-150.

Rousey, S. P. and M. A. Morganosky(1996), “Retail format change in US markets’, International
Journal of Retail & Distribution Management, 24(3), 8-16.

San-Martin, M., N. Jimenez and N. Puente (2019), “Bridging the gap between customer experience
management and mobile shopping”, RBBGN, REVISTA BRASILEIRA DE GEST?0 DE NEG?CIOS
Review of Business Management, p.213-233

San-Martin, M., ]J. Prodanova and N. Jimenez (2015), “The effect of age in the generation of
satisfaction and WOM in mobile shopping,” Journal of Retailing and Consumer Services, 23, 1-8.

Sanchez-Franco, M. J. (2006), “Exploring the influence of gender on web usage via partial least

squares,” Behavior and Information Technology, 25 (1), 19-36.

172 Journal of Venture Innovation, 2020 12. Vol.3 No.2



2201 MO TN FEeclol ISR DN Y BY A7 B2 WYEUS 3402

Schultz, D. E. (2001), “Marketers : Bid farewell to strategy based on old 4Ps”, Marketing News, 35(2), 7.

Shin, N. M(2006), “Online learner's flow experience: An empirical study,” British Journal of
Educational Technology, 37 (5), 705-20.

Skadberg, Y. X. and J. R. Kimmel(2004), “Visitors' flow experience while browsing a web site: Its
measurement, contributing factors and consequences,” Computers in Human Behavior, 20, 403-22.

Smith, D. N. and K. Sivakumar(2004), “Flow and internet shopping behavior: A conceptual model
and research propositions,” Journal of Business Research, 57, 1199-1208.

Schmitt, B.(1999), “Experiential marketing”, Journal of Marketing Management, 15(1-3), 53-67.

Shobeiri, S., E. Mazaheri and M. Laroche(2014), “Improving customer website involvement through
experiential marketing,” The Service Industries Journal, 34(11), 885-900.

Sohn, S. (2017), “Consumer processing of mobile online stores: Sources and effects of processing
fluency,” Journal of Retailing and Consumer Services, 36, 137-147.

Steel, E. (2011). "Using credit cards to target web Ads," The Wall Street Journal, 25(Oct)

Taylor, C. R. and S. Okazaki (2013), “Social media and international advertising: Theoretical
challenges and future directions”. International Marketing Review, 30(1), 56-71.

Trevino, L. K., and J. Webster (1992), “Flow in computer-mediated communication: Electronic mail
and voice mail evaluation and impacts”, Communication research, 19(5), 539-573.

Trevinal, A. M., and T. Stenger(2014), “Toward a conceptualization of the online shopping
experience,” Journal of Retailing and Consumer Services, 21, 314-326.

Turel, O., and C. E. Connelly (2013), “Too busy to help: antecedents and outcomes of interactional
justice in web-based service encounters,” International Journal of Information Management,
33(4), 674-683.

Van Doorn, J., and J. C. Hoekstra (2013). "Customization of online advertising: The role of
intrusiveness," Marketing Letter, 24(3), 339-351.

Vargo and Lusch(2006), “Service-dominant logic : Reactions, reflections and refinements”,
www.sagepublications.com. 6(3), 281-288.

Verhoef, P. C.,, K. N. Lemon, A. Parasuraman, A. Roggeveen, M. Tsiros and L. A. Schlesinger(2009),
“Customer experience creation : Determinants, dynamics and management strategies’,
Journal of Retailing, 85(1). 31-41.

Wang, Y. J., M. D. Hernandez and M. S. Minor (2010), “Web aesthetics effects on perceived online
service quality and satisfaction in an e-tail environment: the moderating role of purchase
task,” Journal of Business Research, 63(9), 935-942.

Webster, J., L. K. Trevino and L. Ryan(1993), “The dimensionality and correlates of flow in
human-computer interactions”, Computers in human behavior, 9(4), 411-426.

Zeithaml, V. A., L. L. Berry and A. Parasuraman (1996), “The behavioral consequences of service
quality”. Journal of Marketing, 60(April), 31-46.

Zeithaml, V. A., A. Parasuraman and L. L. Berry (1990), Delivering Service Quality, Free Press.

Zhang, H., L. Zhao and S. Gupta (2018), “The role of online product recommendations on
customer decision making and loyalty in social shopping communities”, International Journal

of Information Management, 38, 150-166.

HARNAT H3A M22(5H62)173



A Study on the Influence of Digital Experience
Factors on Purchase Intention and Loyalty in Online
Shopping Mall
- Focusing on the Mediating Effect of Flow -

Jung, Sang-heel)

Abstract

This study analyzed the effects that digital experience factors influence on purchase intention and the purchase. The
study targeted an online shopping mall with a strong digital experience value among industries.

The research model was derived by adding variables to independent and mediating variables according to the industry
context of online shopping which is based on the theoretical background and previous studies.

Product variety, price efficiency, convenience and conversation were used by terms of digital marketing mix as
independent variables. Personalization has been very important factor in online shopping malls, and therefore added as a
independent variable. Flow has been added as a mediating variable. Purchase and purchase intention has been used as
dependent variables. For empirical testing of established research models and generalization of research results, research
was conducted on online shopping malls where digital experiences are important. To do this, a survey was conducted for
existing users of online shopping malls.

In hypothesis testing, the hypothesis was established that product diversity, price efficiency, convenience, conversation
and personalization influenced the intention to purchase online shopping. In particular, the product diversity and
conversation variable were tested as the most influential factors on purchase intention. For price efficiency and
personalization there were no statistically significant effect. Flow has been shown to be a partial mediator between
Product variety and purchase intention in online shopping. In particular, in the case of personalization, it was tested to
have a significant influence on purchase intention only when there was a flow experience called pleasure and immersion.
This is because the flow experience of pleasure and immersion has played a full mediating role and significantly has
affected the purchase intention, because the consumers themselves have to carry out the overall purchase journey without
human help due to the nature of online. In the digital experience economy, since consumers are mostly digital consumers,
where communication and sharing are the basics, they have been conducting digital word-of-mouth communication and

sharing naturally before purchasing. Based on these results, theoretical and practical implications were suggested.

Keyword: Digital experience economy, Untact, online shopping mall, digital experience factors, digital marketing mix,

product variety, price efficiency, convenience, conversation, flow.
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